
LOS ANGELES COUNTY MUSEUM OF ART | STRATEGIC PLAN | October 2009



2

TABLE OF CONTENTS

Foreword

Executive Summary

Measuring Success

Introduction

Strategic Plan

goal i
goal i i
goal i i i
goal i v

Mission Statement | Statement of Purpose

Appendix

1. awareness and visitation study
Hall and Partners

2. defining success
McKinsey & Company

3. why do people go to museums–collection analysis
Michael Govan

4. principles of transformation
Michael Govan

5. five year audience growth goals
Melody Kanschat

6. phase ii transformation campaign goals
Melody Kanschat

3

6

14

16

18

19
25
37
39

44

46

47

54

58

66

68

72



In 2004 the Board of Trustees adopted a comprehen-
sive Master Plan that laid out a three-phased ap-
proach to expanding and improving the LACMA
campus. In 2008 the Museum opened Phase I of
that plan, which included a 60,000 sq. ft. contempo-
rary art building, underground parking, central en-
trance and connecting concourse, a new central
plant, and upgraded galleries throughout the east-
ern portion of the campus. In addition to these cap-
ital improvements, the Museum has made
significant investments in building its collections
with the placement of monumental sculptures by
Chris Burden and Richard Serra, and the acquisi-
tions of major collections of the art of the Pacific,
Ancient Americas, Photography, and Costumes and
Textiles. In 2010 Phase IIa, a 45,000 sq. ft. exhibition
pavilion, is set to open and a monumental sculp-
ture by Michael Heizer will be installed on the
north side of the campus.

Importantly, while we’ve achieved these many mile-
stones, the Museum has maintained a balanced
budget, assuring potential donors to the campaign
and national, traditional funders that the Museum
is a good steward of its resources. Additionally,
LACMA has managed a comprehensive public rela-
tions plan that has raised the institution’s prestige
and international significance.

This strategic plan carries forward the momentum
of those great successes. Many initiatives represent
refinements of our existing efforts, increasing their
efficiency and alignment, and moving us to new lev-
els of excellence.

In all of these areas, the strategy envisions a flexi-
ble approach. We will pursue new initiatives delib-
erately, particularly those requiring an investment
of resources, using analysis and experimentation to
ensure we achieve the desired outcomes. We will
set goals and timelines that will communicate our
intentions clearly to the various Board committees
and staff that we work with to further develop
these approaches. We will measure our success
against performance metrics that align our vision
for the institution with various methods and means
of attaining our goals.

The strategy resets priorities for the Museum’s staff
and volunteers, including the Trustees. In response,
it is important to undertake a strategic review of
governance and Board participation over the next
few years as well as a review of staff structure and
organizational hierarchies. Our goal will be to align
expectations and efforts as we work together to
transform LACMA.
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foreword

In 1997 the Los Angeles County Museum of Art (LACMA) adopted a
long-term strategic plan to stabilize the Museum and prepare it for
a major expansion and endowment campaign. Since then we have
made tremendous strides in advancing the vision presented in that
plan. We continue to:

improve the quality and care of our collection
attract and engage a broader audience
increase our commitment to education programs and overall scholarship
promote the cultural vitality of los angeles internationally
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EXECUTIVE SUMMARY

In a series of meetings conducted with Board members and staff from October 2008
through May 2009 it was agreed that all of our efforts are focused on our commitment to:

activate lacma’s collection, facilities, and programs in innovative
ways to create a cultural town square in los angeles that expresses a
twenty-first-century worldview of excellence in art and provides a
varied, enjoyable, and educational experience for the widest
possible audience.

In late 2008 and early 2009 LACMA Trustee and executive leadership engaged in a series of
discussions centered on LACMA’s strategic potential. During those discussions the opinions
of LACMA leadership coalesced around building the collections, building the facilities, and
becoming the voice of authority in one or more high profile areas of art. There was agree-
ment that focusing on the collection would catapult LACMA’s reputation internationally
and that increased visitorship and revenues would follow.

In keeping with that unified view various committees of the Board of Trustees and Execu-
tive Management staff will work together to position LACMA as a leader among its peers
by developing specific goals, objectives, and tactics in the following areas that have
emerged as institutional priorities over the past two years:



1. IMPROVE THE QUALITY AND THE PRESENTATION OF LACMA’S COLLECTION 

Collecting preeminent examples of art from across cultures and history is cen-
tral to LACMA’s mission. Under the leadership of the Acquisitions Committee,
LACMA’s Director and curatorial staff have undertaken a thorough analysis of
the collection, its standing by area in comparison to our peers, our priorities in
building it, opportunities that exist in the short term, and several strategic
areas where gift and acquisition goals should be set. In developing tactics to
achieve this first goal, LACMA will need to develop networks that will increase
gifts of art from inside and outside Southern California. Tactics for creative in-
terpretation and presentation of the collection will also support LACMA’s goal
to distinguish itself from peer institutions, which in turn attracts audience.
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Objective | Collect Masterpieces

Develop a list of artworks owned by private collectors
that should be sought out as donations or promised
gifts. Work with curatorial staff to manage relation-
ships with those collectors and secure the gifts. Con-
tinue to work with individual and foundation donors
to purchase rare “one-of-a-kind” artworks that add
prestige, depth, or iconic images to LACMA’s perma-
nent collection.

Objective | Create “Best of ”Collections

Develop a war chest of funding ($5–$10 million) that
can be used to make opportunistic acquisitions in
strategic collecting areas where small investments can
yield a higher ranking in quality of collection among
our collecting peers. Latin American Art, California De-
sign, Korean Ceramics, and Costumes and Textiles are
examples of collections where LACMA could lead the
way.

Objective | Develop new strategic collecting areas

architecture
design
earthworks across the western

united states
african art
art of the pacific
new media | film

Objective | Engage artists in interpreting,
installing, and exhibiting collections
and exhibitions, and in developing
LACMA’s galleries, related programs
and facilities

Objective | Present an exhibition program that
meets a variety of pre-established
goals

LACMA’s exhibition program is balanced across multi-
ple years. Programming is committed based on a vari-
ety of criteria including intellectual contributions,
education, attracting visitors, highlighting the collec-
tions, stimulating donations, connecting with commu-
nities, and generating revenue. Since no single
exhibition can achieve all of these ends, this objective
establishes the use of planning processes to ensure
that the overall exhibition schedule achieves these
varied goals.
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2. BUILD LACMA’S AUDIENCE 

Objective | Expand international recognition of
LACMA as quality art institution

Identify LACMA as a trendsetter of past, current, and
future activities, through a variety of means, including
marketing and promotional programs, staff and
trustee networking, and the establishment of an effi-
cient onsite physical archive to document LACMA’s
rich history of regional and international exhibitions
and programs. In addition, once implemented at
LACMA West, LACMA’s expanded research facilities,
for Costume and Textiles, Photography and Works of
Art on Paper, and the Rifkind Center for German Ex-
pressionist Studies, will provide an added interface for
both the scholarly community and the general public.

Objective | Engage, Educate, and
Encourage Visitors

The visitor experience lies at the heart of the Mu-
seum’s mission to connect people and art. When suc-
cessful, visitors feel welcome, comfortable, engaged,
informed, delighted, and eager to return. However, re-
search indicates that we fall short of this goal because
the physical plant is difficult to navigate and lacks ar-
chitectural prestige. In response, this goal envisions a
broad array of improvements, including large-scale
outdoor art installations, interactive programs, and
gallery installations and programming that increase
engagement, accessibility and visual literacy. We will
set goals for serving specific audiences (school chil-
dren, Latino and Asian communities) and endeavor to
make visitors feel more comfortable and communicate
more effectively with them about what we offer.
Through an audience-centered approach, LACMA will
deepen visitors’ connections with art, draw visitors
into more of the Museum, increase attendance, and
attract new audiences.

Objective | Set audience expansion and retention
goals and specific plans for achieving
those goals over the next five years

Increasing and broadening the Museum’s audiences
are central to LACMA’s mission and are important to
the Museum’s financial stability. These goals identify a
number of opportunities to retain, increase, and
broaden our audiences through strategic use of mar-
keting communication, improved planning and coordi-
nation, and use of targeted efforts to better serve
specific audience segments (tourism, membership,
donor groups).

Objective | Provide and promote worldwide
access to LACMA’s collection,
scholarship, and programs

Electronic communication is a defining aspect of
today’s museums. By exploiting the revolution in digi-
tal technology, we can dramatically increase access to
our collection. LACMA is particularly well positioned
to pursue electronic opportunities, given its recent suc-
cess with website improvements, Collections Online,
handheld tours for PDAs and cell phones, and online
publishing. This objective directs the Museum to use
electronic means to better serve select audiences
through layered information intended for visitors
ranging from novices to scholars; to pursue new forms
of publication; and to increase exposure to our
collection.
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3. ENLARGE AND IMPROVE THE LACMA CAMPUS 

Objective | Complete the Master Plan

The three-phase Master Plan for LACMA’s Transforma-
tion Campaign, approved by the Trustees, will advance
our mission and benefit the Museum in a variety of
ways including, but not limited to: larger and im-
proved space for displaying art, state-of-the-art conser-
vation and collection storage facilities, improved
circulation and amenities for visitors, expanded learn-
ing facilities, increased attendance, and increased fi-
nancial support. This objective calls for the completion
of Phase II, as well as the completion of planning for
Phase III and the corresponding capital campaign re-
quired to support the construction and operation of
the expanded facility.

Objective | Develop a Strategic Real Estate Plan

This objective analyzes and identifies real estate devel-
opment opportunities for the Museum in the future
and develops a funding plan that provides flexibility in
taking advantage of those opportunities. It establishes
policies to look at joint venture developments for
Spaulding Avenue and Ogden Drive properties and sup-
ports and maximizes opportunities associated with the
subway extension down Wilshire Boulevard; it sets pa-
rameters for making short-term improvements to
those properties, and identifies other properties along
Wilshire that should be acquired by the Museum.

4. DEVELOP A STABLE AND SUSTAINABLE FINANCIAL
AND ORGANIZATIONAL PLAN

Objective | Pursue fundraising required by
LACMA’s Transformation Campaign
and develop plans to increase annual
revenues by $5 million over the next
five years

This objective identifies opportunities to improve fi-
nancial management; establishes policies to reduce the
disruptive effects of the Museum’s volatile revenue
streams; completes the comprehensive campaign for
Phase II that increases annual fundraising, encourages
gifts that are unrestricted or provide budget relief; and
crafts a plan for fundraising for Phase III of the cam-
paign. At the behest of the Finance Committee, the
Museum must craft a plan to increase revenue by $5
million in five years from a variety of sources, includ-
ing fundraising and membership, and must raise $150
million to complete Phase II fundraising.

Objective | Reorganize the Museum’s manage
ment, support, programmatic, and
curatorial functions to better plan and
implement strategic objectives

Create training and performance reward programs
that encourage all staff to adopt an audience-aware, re-
sults-oriented, experimental attitude and realign the
organization to support these strategies.

Objective | Adopt initiatives that will help LACMA
decrease its impact on the environment

The Museum is sensitive to the impact its operation
has on the environment today and in the future. We
have recently adopted initiatives that will help us use
less energy and promote green thinking among our
employees and visitors. Our aim is to recycle, reuse,
and reduce in all of our activities and to design and op-
erate our facilities with an aim toward reducing our
impact on the environment



conservation center
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MEASURING SUCCESS

1. COLLECTION GROWTH AND IMPROVEMENT PRIORITIES over the next five years

Rank of LACMA collections compared with other major museums.
Efforts to build in strategic areas would bring LACMA’s rank to a more competitive level nationally.
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Overall Attendance Ticket Buyers
2009 850,000 2009 182,000
2010 925,000 2010 195,000
2011 1,000,000 2011 225,000
2012 1,200,000 2012 300,000
2013 1,400,000 2013 450,000

Admission Revenue Public Programs
Attendance

2009 $2,098,000 2009 142,000
2010 $2,587,000 2010 175,000
2011 $2,925,000 2011 205,000
2012 $3,900,000 2012 240,000
2013 $5,850,000 2013 300,000

Memberships Membership Revenue
2009 70,000 2009 $6,850,000
2010 75,000 2010 $7,200,000
2011 85,000 2011 $8,075,000
2012 100,000 2012 $9,500,000
2013 110,000 2013 $10,450,000

Children & Families School and Teacher
Attendance

2009 243,000 2009 135,000
2010 275,000 2010 155,000
2011 300,000 2011 185,000
2012 325,000 2012 250,000
2013 350,000 2013 290,000

Stretch Goal
2015+ 1,000,000

Tourism Share Visitors Penetration
of 15 mile population

2009 15% 2009 10%
2010 18% 2010 12%
2011 20% 2011 14%
2012 25% 2012 16%
2013 30% 2013 19%

Shift in L.A. Visitor Demographic over next 5 years
2009 2013

Caucasian 80% 40%
Latino 10% 42%
Asian 7% 10%
African Amer 3% 8%

Gifts County Funding
2009 $13,313,000 2009 $22,517,000
2010 $ 9,135,000 2010 $24,541,000
2011 $10,685,000 2011 $26,821,000
2012 $11,000,000 2012 $27,345,000
2013 $12,000,000 2013 $28,029,000

Operating Budget
2009 $57,311,758
2010 $53,518,862
2011 $58,500,000
2012 $59,000,000
2013 $59,000,000

2. AUDIENCE FINANCIAL & ORGANIZATIONAL STABILITY GROWTH GOALS
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INTRODUCTION

PURPOSE OF THE STRATEGIC PLAN

This plan was created in order to move LACMA for-
ward with renewed vision over the next seven years by
establishing the Museum’s priorities, setting clear
goals, and delineating a plan of action for achieving
these goals.

Although the plan addresses all major areas of activity
for the Museum, it is by no means comprehensive. Ac-
tivities that will be unaffected by the strategy, but that
will continue apace, are not included in the plan.

HOW THIS PLAN WAS CREATED

Development of this strategic plan began in April 2006
with the appointment of Michael Govan as the Museum’s
Wallis Annenberg Director and the transformation of
Board of Trustee leadership that followed.

In June 2006, Michael and Melody Kanschat, the Mu-
seum’s President, laid out a three-phase Master Plan
for physical expansion to the Board of Trustees. The
plan was endorsed, and development of a more com-
prehensive Phase II budget and schedule ensued,
which was presented and accepted by the Board at
subsequent meetings.

In May 2007, Michael presented the Executive Commit-
tee of the Board with a strategic planning framework
that laid out long-term thinking and specific short-
term goals. Those goals were further refined and
adopted by the Executive Committee later that month
and were once again refined and adopted in March of
2008 (see appendix). The goals were used as the basis
for evaluating the performance of both Michael
and Melody.

In the spring of 2008, the Museum commissioned Hall
and Partners to undertake an audience awareness
study (post–BCAM opening) and compare those find-
ings to a benchmark study that was conducted in 2005.
In the summer of 2008, McKinsey & Company under-
took a management study of the Museum’s operations.
The findings of both of these studies, as well as a col-
lection analysis and ranking, were presented to the
Board of Trustees in October 2008 (see appendix). In
December 2008 and March 2009, Michael and Melody
presented the Board and staff with key goals gathered
from previous discussions, the principals of LACMA’s
Transformation, and five-year growth goals by audi-
ence segment (see appendix).

Throughout this process extensive input was provided
by the Trustees through Executive Committee, Finance
Committee, and Acquisitions Committee meetings and
general Board meetings. Executive-level Museum staff
has also been integral in the development of this plan.
In addition to ongoing operations and planning meet-
ings more than twenty members of the management
team participated in meetings conducted with McKin-
sey representatives.

At the end of this process, the Board of Trustees Chair-
man called for the formation of an ad-hoc Strategic
Planning Committee charged with monitoring
LACMA’s progress in reaching its strategic goals, objec-
tives, and initiatives, and to work with staff to imple-
ment tactical plans to achieve those goals.
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STRUCTURE OF THE PLAN

The strategic plan is organized around four key goals,
each of which are supported by a set of initiatives and
objectives. Each initiative, in turn, is supported by de-
tailed action plans developed by staff. Each action plan
includes steps required to achieve the initiative, tim-
ing, and responsibility. Many of these action steps are
already underway, some are still in planning, and each
is being integrated into staff performance goals.

This document contains an explanation of the strategic
goals and initiatives, including a summary of the action
steps supporting them. Action step documents will be
kept by staff assigned with responsibility for carrying
out the plan. At the October Board meeting, Michael
and Melody will report on where the Museum stands
against the various timelines and initiatives undertaken
as a part of this plan.

goals action stepsinitiatives
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STRATEGIC PLAN

STRATEGIC GOALS

The four strategic goals are listed below. Goals under Collections and Audience
represent the heart of how we fulfill our mission, while those under Facilities
and Financial/Organizational provide support critical to achieving our
mission objectives.

collections

audience

Goals and Key Objectives

1. Continue to improve the quality and presentation
of the collection

2. Provide and promote web access to the collection
and programs

3. Schedule an exhibition program that meets a
variety of objectives

4. Engage, educate, and encourage visitors

5. Retain and expand audiences by understanding
their needs

6. Set specific growth goals in target areas

7. Enlarge and improve the physical plant

8. Develop a strategic real estate plan

9. Pursue fundraising required to complete Phase II
and to meet increased revenue metric to ensure
fiscal stability

10. Adopt an audience-aware, results-oriented,
experimental attitude, and realign the organization
and talent pool to support these strategies

11. Implement various green initiatives to reduce the
Museum’s impact on the environment

facilities

financial
organizational

Each of these goals and key objectives and their
supporting initiatives are discussed in detail in the
remainder of this document.
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GOAL 1: IMPROVE THE QUALITY AND THE PRESENTATION OF THE COLLECTION 

Background and Rationale

Collecting preeminent examples of art from across cultures and history is cen-
tral to LACMA’s mission. The Museum emphasizes quality over quantity in mak-
ing acquisitions and in setting priorities when adding artworks to the collection
that help increase LACMA’s ranking in a particular area. Under the direction of
the Acquisitions Committee, key collecting areas have been identified and plans
are underway either to raise funds to purchase works in those areas or to ac-
quire works through gifts and strengthened donor relations. The Museum must
remain flexible and able to act quickly as opportunities arise to dramatically
change the character and quality of the collection.

LACMA must also organize and display its collections and exhibitions from a
twenty-first-century point of view that features comparison and contrast. Inno-
vative installation strategies are key to making LACMA’s collection more acces-
sible and are covered in each of the goals laid out in this plan. LACMA is
committed to working with artists, architects, and other creative professionals
to collaborate and experiment in reaching our varied audiences.

Exhibitions are a powerful tool for bringing art and people together, and are
central to our mission to expose our audiences to the finest examples of art
across all cultures and from all historic periods. LACMA must present a multi-
year exhibition program that demonstrates that breadth and depth through a
contemporary and forward-thinking lens.

Strategic Initiatives

1.1 | Make LACMA an even more desirable institu-
tion for donors to give collections and indi-
vidual works of art

The Acquisitions Committee and the Development De-
partment will develop detailed plans for cultivating,
stewarding, and acknowledging donors of gifts of art
and funds for art acquisitions. Specific steps will in-
clude training for curatorial staff, celebrating recent
acquisitions in more varied and creative ways, and fur-
ther development of collecting groups within the Mu-
seum Councils.
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1.2 | Focus acquisitions and collection growth in
key areas developed by analysis of market
opportunity, lacunae in LACMA’s existing
collection, and building on existing strength

Under the direction of the Acquisitions Committee, a
comprehensive assessment of the Museum’s acquisi-
tion priorities by department was undertaken. The as-
sessment included identifying lacunae in our existing
collection, gathering information about trends in col-
lecting internationally, compiling lists of donors and
their collections not yet committed to other institu-
tions, and in identifying purchase opportunities and
values that are available in today’s art marketplace.

Areas that have been identified to date that meet these
criteria include:

korean art
photography
midcentury california design
latin american art
african art
art of the pacific
costume and textiles
architecture
earthworks located throughout the

western united states
monumental sculpture

1.3 | Manage human and financial resources
strategically to align with institutional and
departmental collecting strategies

This initiative will result in a fundamental refocusing
of Curatorial Division activities to address and balance
six institutional objectives:

• Cultivate collectors
• Emphasize quality over quantity
• Place priority on acquiring art where the market

is favorable
• Use strategic deaccessioning to strengthen the

collection
• Break down departmental structure and encourage

cross-department collaboration
• Support innovative project-driven programs and

invite increased curatorial input and direction
in public programs, special events, and
membership activities

1.4 | Improve the display, care, and scholarship
surrounding the collection

The management and care of the collection are central
to the Museum’s mission, as is research to better un-
derstand the collection and sharing that research with
the wider public. In recent years, the Museum has
made substantial progress in increasing the effective-
ness and efficiency of conservation and collections
management. The strategy builds upon this success,
identifying further opportunities to streamline efforts,
improve storage areas and collection access, and en-
sure that priorities in conservation and research are
aligned with the institution’s broader goals. These ef-
forts will enable steady progress in conservation and
research, even with an increase in demand.



newly installed korean galleries



conservation center
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1.5 | Ensure that curatorial and conservation
installation priorities reflect the goals of
the Museum

Phases I and II of the Transformation Campaign pro-
vide the opportunity for curatorial and conservation
staff to work with artists and architects to install col-
lections and exhibitions in fresh ways that encourage
new audiences and provide accessibility to all visitors.
Use of natural light, experimentation with design and
interpretive materials, adjacencies to classroom activi-
ties, and minimal changes to gallery designs between
exhibitions are among the efforts underway. This ini-
tiative will identify and prioritize these efforts.

1.6 | Establish loan and installation design
policies and procedures that utilize
resources most effectively

Loaning artwork involves a significant investment by
the Museum, including the time of conservation and
curatorial staff. This initiative will ensure that loans
provide strategic value to the Museum and are used to
further its reputation as a leader among its peers.

The museum should display works of art to achieve
aesthetically appropriate presentation, challenge field-
wide restrictions regarding light, humidity, and tem-
perature requirements, while addressing security and
long-term preservation risks.

In line with our Audience Goal, this initiative will
enable the Museum to plan appropriately for new dis-
plays resulting from Phases I and II of the Transforma-
tion Campaign. It calls for research into new security
formats, staff education, and new paradigms for dis-
playing works.

1.7 | Ensure that the exhibition schedule reflects a
list of multi-year objectives

Proposed exhibitions should be evaluated based on the
intellectual contribution being made to the field; edu-
cation opportunities; the ability to connect with visi-
tors; the incorporation of LACMA’s permanent
collection; the possibility of stimulating future dona-
tions; and ability to generate revenue. Since no one ex-
hibition can achieve all of these ends, this initiative
establishes a systematic method for evaluating individ-
ual exhibition proposals and the overall exhibition
schedule to ensure these objectives are met.

1.8 | Balance the schedule across each fiscal year
to ensure intellectual and educational
impact, income, expense, and attendance
objectives

Analysis conducted during the strategy review con-
firmed that exhibitions with high attendance generate
substantial financial contributions, making it fiscally
possible to present other types of important exhibi-
tions which may have lower projected attendance. Re-
search and analysis also led to the development of
tools to more accurately predict exhibition attendance,
revenue, and cost. The Exhibition Strategy team will
make use of such tools to help plan an exhibition
schedule that has intellectual and educational impact
while meeting financial objectives. Ticketing, market-
ing, sponsorship, and messaging plans will be in-
formed by the decisions made by the Exhibition
Strategy team.

1.9 | Experiment with innovative exhibition
concepts throughout the Museum buildings
and grounds

In an effort to stimulate innovation, this initiative de-
fines steps intended to generate an increase in curatorial
proposals, as well as nontraditional sources including
artists, external colleagues, educators, and potential
guest curators.
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1.10 | Perform a cost-benefit analysis of touring
exhibitions

The exhibition staff will evaluate the cost and benefit
of touring exhibitions based on the collection. Poten-
tial benefits include increased public access to the col-
lection, institutional visibility, cultivation of collectors,
and financial contributions. However, these benefits
must be weighed against direct and indirect costs, in-
cluding staff hours.

1.11 | Formally review and analyze exhibition
performance

This initiative calls for the Exhibition Strategy team to
determine how well exhibitions meet their objectives.
The evaluation process will begin shortly after exhibi-
tions open in order to allow “mid-course” corrections.
The findings will be used to improve the selection and
effectiveness of future exhibitions

magritte and contemporary art exhibiiton
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GOAL 2: BUILD AUDIENCE

Background and Rationale

The visitor experience lies at the heart of the Museum’s mission to connect
people and art. When successful, visitors feel welcome, comfortable, engaged,
informed, delighted, and eager to return. LACMA can enhance visitor apprecia-
tion, encourage visitors to explore more of the collection, increase attendance,
and engage new audiences. In the crowded “entertainment” landscape of Los
Angeles, the Museum competes for visitors’ amongst a diverse array of choices:
from the well-financed marketing of films and popular culture, to the outdoor
activities available year-round in Southern California, to major theme parks
and beaches. Through expanded outreach to diverse audiences, from school-
children to the taste-making influencers of the entertainment industry, LACMA
seeks to increase visitorship to rival and ultimately surpass that of the Getty,
whose iconic architecture and location continue to make it the first choice
among museum-going tourists. Additionally, by exploiting the revolution in
digital technology, LACMA will dramatically increase access to its collection.
The internet, in particular, can enhance the visitor experience by extending
visits beyond the Museum walls, attract more visitors to our Museum, support
the scholarly community, and reach worldwide audiences.

Strategic Initiatives

2.1 | Install, interpret, and program galleries
to create new experiences, deepen engage
ment, heighten aesthetic appreciation, and
increase visual literacy

The Museum will use the experience of other institu-
tions as well as our own visitor research and evalua-
tion to achieve the ends identified in this initiative. A
range of potential changes to both docent-led and self-
directed learning will be explored, including new
training and methodologies rolled out among the vol-
unteer docents, PDA and cell phone tours, electronic
signage, paper-based guides, drop-in activities or classes
adjacent to gallery spaces, and computer kiosks. Based
on well-tested theories about how people learn, experi-
ential and interactive approaches will figure promi-
nently in these efforts.

2.2 | Enhance LACMA’s web presence to expand
access to the collection and market our
programs to the public

LACMA has plans in place to redesign its website to
allow easier user-directed access to information. Dy-
namic search, easy access to a streamlined program,
integrated backend support of shopping cart activities,
and access to scholarly research and online courses/
curricula are among the goals of the redesigned site.
Use of blogs, social media sites, search engine opti-
mization, and email/text/cell phone applications to
deliver LACMA’s message is also a priority among
departments such as Communications, Development,
Education, and Public Programs.



american art gallery



modern gallery
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2.3 | Expand our definition of publications to
include not only traditional printed books
but all forms of electronic publication, in
order to maximize access and efficiency

The Museum seeks to become the first encyclopedic
museum to adopt online publishing as the norm,
thereby reducing printing costs and overhead associ-
ated with publishing scholarly research. A traditional
printed book program or print-on-demand program
will be developed for each special exhibition that is
supported with solid trade potential. Continue to ac-
cess the permanent collection in an expanded online
format with highly searchable, citable, and appropri-
ately tiered levels of information for both a scholarly
and more general audiences and to establish both an
onsite archive and a virtual archive to document
LACMA’s rich history of regional and international ex-
hibitions and programs.

2.4 | Encourage the broad use of LACMA images
for educational purposes and pursue market-
supported licensing opportunities more
vigorously

This initiative aims to increase the number of images
licensed by the Museum through pooled and commer-
cial database management entities. It encourages de-
veloping products and souvenirs that can be supported
in the trade, and it sets a goal to change the way insti-
tutions deal with each other in granting license to re-
produce images.

2.5 | Coordinate public programs and member
ship events across the Museum so that every
event is developed collaboratively and
aligned to serve the Museum’s efforts to
build audiences, engage diverse audiences
with works of art, and create unique and
high-quality experiences

The structure and timing of activities will be coordi-
nated to ensure a coherent and diverse schedule that is
artist-centered and supported with clear revenue- or
audience-building goals. Steps toward this coordina-
tion have been taken with the formation of a public
programs team that includes curatorial, education,
marketing, and membership staff. Invitee lists will be
strategically selected to mix audiences and further
LACMA’s reputation for high-quality programming.
Curatorial staff will be challenged to conceive of pro-
gramming and collaborate in producing events as part
of their performance objectives.

2.6 | Ensure that staff and volunteers make
visitors feel welcome and informed

This initiative will build upon existing efforts to im-
prove customer service museum-wide. This involves
setting clear standards for service while providing
front-line staff and volunteers with training and sup-
port. Several mechanisms will ensure continual im-
provement, including evaluating staff and volunteer
service, requiring staff and volunteers to participate in
visitor observations, deploying secret shoppers, and
evaluating the visitor experience over time.



public programs

boone children’s gallery



2.7 | Ensure physical facilities are welcoming and
user-friendly

Ongoing visitor surveys and historical data clarify the
challenges visitors face in finding their way around the
Museum. At best, these navigational challenges cause
visitors to restrict their visits to familiar areas. At worst,
visitors lose significant time and become frustrated. In
response, this initiative aims to improve entrances, in-
formation centers, way-finding, and Museum ameni-
ties in an effort to ensure visitors feel comfortable
and oriented.

2.8 | Extend visitor engagement beyond the
Museum walls

While placing the highest priority on visitor experi-
ences inside the Museum, the strategic plan also calls
for investigating opportunities to enhance pre- and
post-visit experiences, particularly through use of
the web.

friday night jazz
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2.9 | Offer public programming that creates new
experiences, deepens engagement, increases
understanding, and is aligned with audience-
development strategies

Programs such as films, concerts, lectures, art classes,
Friday Night Jazz, Latin Jazz Saturdays, and Family Day
programs play critical roles in deepening the connec-
tion core audiences have with the Museum, bringing
in new audiences, and fulfilling our commitment to
our community. The strategy calls for continued efforts
in these areas, but with a clearer sense of how these
programs support institutional priorities. It also calls
for the development of a business plan to expand pro-
grams and set specific audience target goals in each
area.

2.10 | Invest in audience research to understand
and improve our audience-development
efforts

Research into our current and potential audiences has
increased over recent years. While this research has
been critical in sharpening our efforts, ongoing re-
search is required to further build upon and broaden
our audiences and improve their experience.

latin jazz saturdays
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2.11 | Retain and build our core audiences,
increase penetration in Los Angeles region,
develop and grow tourist visitation

LACMA must continue to add opportunities to increase
visitation, while improving the experience of current
core audiences, particularly with regard to members
and local repeat visitors, as these groups account for
85% of LACMA’s attendance. Understanding these groups
is also critical to ensure that efforts made to engage
new audiences do not detract from the experience of
our loyal core.

Substantial member research is already underway, re-
sulting in a variety of steps designed to increase mem-
ber attendance and retention, such as expanding
e-mail connectivity. Other steps include research into
converting visitors to members, targeted marketing di-
rected at Los Angeles tourists, and testing of low-cost
street marketing techniques across the Southland.

2.12 | Pursue targeted strategies for
underserved audiences

LACMA currently offers a variety of programming that
attracts nontraditional Museum visitors. These offer-
ings include festival-like events, special programs and
lectures, film festivals, and exhibitions. This initiative
calls on the Museum to continue attracting wide audi-
ences while at the same time building deeper relation-
ships with Latino, Korean, and African American
audiences.

2.13 | Coordinate strategies for audience develop-
ment across the whole organization

Audience development involves a wide range of activi-
ties that combine to attract and serve our public audi-
ences. These activities include marketing communication,
corporate sponsorship, public relations, pricing, mar-
ket research, and the design and delivery of our offer-
ings. Because many different departments play a role
in audience development, this initiative calls for the use
of periodic audience development plans to set priori-
ties and align efforts. These plans will address all offer-
ings, including permanent gallery installations,
exhibitions, and programs. Plans will specify how each
offering will be marketed and priced, what audiences
will be targeted, what investments will be required, and
what results are expected. Audience-development plans
will include steps to advance the diversity initiative.

2.14 | Engage in strategic advertising and
communications

Research and analysis have revealed opportunities to
increase awareness of the Museum’s offerings. This ini-
tiative establishes strategic guidelines for marketing
communications that will broaden our reach while im-
proving our cost effectiveness. As examples, these
guidelines call for high levels of advertising for exhibi-
tions with broad appeal, while recommending effec-
tive but relatively low-cost communication vehicles
(such as e-mail) to promote offerings that appeal to
narrower audiences. This initiative also calls for the de-
velopment of a brand positioning to generate public
interest and excitement around the improved visitor
experience and the Master Site Plan.
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2.15 | Use every visit to market the Museum, its
collections, programs, exhibitions, member
ship, and other amenities (retail shop,
restaurants)

LACMA must take greater advantage of visitor pres-
ence to communicate its variety of offerings. This will
entail more effective use of printed materials, technol-
ogy, staff, and volunteers to ensure that visitors are
fully informed and engaged. This will not only im-
prove their experience but also increase awareness of
the Museum’s dynamic offerings, while encouraging
repeat visitation.

2.16 | Embrace the Transformation Campaign as
an opportunity to build excitement and
increase awareness of the Museum as a
world-class institution

The Transformation Campaign represents an extraordi-
nary opportunity to capture public attention. This ini-
tiative also calls on the Museum to plan for the period
after the opening of Phase II to ensure the excitement
and momentum of the opening continues.

2.17 | Stimulate attendance through improved
website and e-mail usability

The Museum will undertake efforts to improve access
to our website and significantly expand the use of so-
cial media and e-mail as a vehicle to distribute targeted
information to interested audiences. Efforts to con-
tinue to position LACMA positively through search en-
gines by meta-tagging and improving collection
database access will continue.

2.18 | Create a central database of visitor and
member information

Currently LACMA has information about its visitors
and members contained in a variety of databases. This
initiative calls for developing and implementing a plan
for managing and using this information most effec-
tively, improving and streamlining the backend man-
agement of data, and assigning specific responsibility
for managing the database, developing a database mar-
keting program, and tracking visitor and member
behavior.

book store
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GOAL 3: ENLARGE AND IMPROVE THE PHYSICAL PLANT

Background and Rationale

The Master Site Plan will advance our mission and benefit the Museum in a
variety of ways, including:

• Increased gallery space with logically organized
collections spread across the LACMA campus

• Improved and expanded collection storage facilities
• Clear circulation for visitors
• Expanded learning facilities
• Monumental sculpture | iconic art features that brand LACMA
• Enhanced green space
• Increased attendance
• Increased financial support and gifts of art

Strategic Initiatives

3.1 | Complete Phase II of the Transformation
Campaign

Plans are in place to complete construction of Phase II
by 2011 and begin programming all facilities on the
east and west side of the campus.

3.2 | Complete planning for Phase III of the
Transformation Campaign

The Museum will prepare for subsequent phases of the
Master Site Plan over the next few years. This will en-
tail finalizing design work and approvals for replacing
facilities on the east side of the campus, integrating a
subway stop into the LACMA West program, complet-
ing financial projections and planning, and developing
a timeline and campaign plan.

3.3 | Develop a Strategic Real Estate Plan

The Museum will evaluate properties in the immediate
area along Wilshire Boulevard and Sixth Street that
could be assembled, acquired and held for future
LACMA development. Additionally, the MTA’s needs
for Subway to the Sea construction and lay-down areas
will be assessed and properties may be assembled to
take advantage of that need. The Museum will also es-
tablish a plan with benchmarks for the development
of Spaulding Avenue and 6006 Wilshire that contem-
plates co-developer relationships, mixed-use opportu-
nities, like uses, and museum mergers, and sets
benchmark pricing and policies that could lead future
Trustees in managing LACMA’s real estate holdings.
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GOAL 4: DEVELOP A STABLE AND SUSTAINABLE FINANCIAL AND 
ORGANIZATIONAL PLAN 

Background and Rationale

Ongoing fundraising will be critical to sustain and improve the Museum’s pro-
grams and facilities, including those envisioned by the Transformation Cam-
paign. Managing the heavy debt load associated with Phase I and Phase II
requires that fundraising be completed on a strict timeline to ensure debt
covenants are met and that sufficient earnings from investments exist to pay
annual debt service.

LACMA receives more than 33% of its annual operating budget from the County
of Los Angeles. While recent efforts to increase the contract amount with the
county have been successful, it is clear LACMA must develop stronger audience-
driven revenue streams, increase the size of its endowment, and develop more
multi-year sponsorship opportunities. It is important that the Museum main-
tain its high standards and solid reputation for fiscal responsibility.

The Museum’s volatile revenue streams serve to complicate its financial man-
agement. Short-term volatility is driven primarily by the dramatic impact of ex-
hibitions on attendance-related revenue. Revenues are also affected by long-term
economic cycles. While some smoothing of revenues may be achieved through
careful exhibition planning and by ensuring that the Museum is less exhibi-
tion-dependent over time, the Museum’s revenue will continue to fluctuate.

In 2009 goals were set by the LACMA Finance Committee to establish a five-year
plan that ensures a $5 million cushion between expenses and revenues. A multi-
disciplined staff team will be working on the plan to develop yearly goals and
look at program reductions and revenue enhancements.

This goal also calls for several organizational changes, first to the organiza-
tion’s structure, staffing, and processes. Goals must be aligned across the insti-
tution, down to the individual level. Culturally, the organization must become
less cautious and more innovative. Early retirement, staff-wide reorganization,
growth, and downsizing in some areas will take shape through targeted plan-
ning across the next several years.
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Strategic Initiatives

4.1 | Successfully complete the comprehensive
campaign for Phase II

Efforts are underway to complete the “quiet phase” of
the Transformation Campaign during 2010 and the
public phase by 2011. In addition, plans are in place to
build and strengthen annual fundraising by enhancing
individual and institutional connections to the Museum.

4.2 | Develop plans to sustain and increase annual
fundraising programs and encourage gifts
that are either unrestricted or provide
budget relief with future financial flexibility

The Museum will continue to analyze costs and bene-
fits of its volunteer and development programs and
continue to shift resources toward major gifts pro-
grams. (Annual fundraising includes the Director’s and
President’s Circles, corporate sponsorships, and gen-
eral membership.)

4.3 | Cultivate a culture of philanthropy among
Board of Trustees

The Museum will develop programs to encourage
executive cohesion among the Board of Trustees and
Executive Staff to facilitate and support Trustee
fundraising efforts in the community. Efficient briefing
materials and support will be provided to Trustees to
build confidence in completing Transformation Phase
II and annual fundraising.

4.4 | Plan for future fundraising beyond the
campaign for Phase II

The Museum will determine capital and endowment
needs beyond Phase II, undertake a feasibility study to
assess donor capacity and Board support, and develop
a campaign plan for subsequent phases of construction
and associated endowment requirements.

4.5 | Establish policies that address our volatile
revenue stream

This initiative recommends the study of a series of
policies that would reduce the disruptive effects of
short-term revenue fluctuations. This initiative also
recommends measures for managing expenses in an-
ticipation of revenue fluctuations.

4.6 | Continue efforts to analyze financial
contributions by activity area, and use this
information to inform annual planning

Understanding which activities generate a net finan-
cial contribution, and which require a subsidy, will
allow the Museum to make informed decisions about
how best to fulfill its mission while maintaining finan-
cial stability.
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4.7 | Explore partnerships with outside restaurant,
hotel, and residence developers and retail
organizations that contribute to the visitor
experience, build upon LACMA’s brand, and
maximize the ongoing financial contribution
of the enterprises to LACMA’s operating
budget

Business partners will be sought and business plans
will be developed for the Museum shops and restau-
rants to maximize their direct financial contribution
while also considering their impact on the visitor
experience and attendance.

4.8 | Adopt green initiatives

The Museum is sensitive to the impact its operation
has on the environment today and in the future. We
have recently adopted initiatives that will help us use
less energy and promote green thinking among our
employees and visitors. Our aim is to recycle, reuse,
and reduce in all of our activities

4.9 | Determine organizational changes required
to address the Strategic Plan and Master
Site Plan

These changes may relate to structure, assignment of
responsibilities, cross-functional teams, processes,
and/or training. It is also important that management
determine a level and variety of staffing that is sensi-
tive to priorities and changing conditions.

4.10 | Institute planning and evaluation procedures
that link institutional goals to those of divi-

sions, departments, and individuals

This critical initiative will be realized through an an-
nual planning process that begins with institutional
goal-setting affecting divisions, departments, staff, and
volunteers. Progress will be measured through em-
ployee evaluations and a performance matrix that will
reflect employees’ participation in and leadership of
cross-departmental projects. Providing clear objectives
and support for staff efforts are fundamental to en-
courage energy and creativity.

4.11 | Align volunteer activity with the Museum’s
mission and strategic objectives

Volunteer programs provide tremendous value to
LACMA and offer a variety of rewarding experiences.
This initiative calls for a comprehensive audit of volun-
teer programs and the strengthening of the representa-
tive Docent, Museum Service, and Art Museum Councils
to make certain that these programs continue to meet
the Museum’s evolving needs.



4.12 | Encourage and reward employee innovation

This initiative supports a cultural shift toward greater
innovation and experimentation in pursuit of our
strategic goals. It calls for communicating these expec-
tations to managers and their staff, and adding criteria
for participation in cross-disciplinary or intra-depart-
mental initiatives, building each into the annual re-
view process while rewarding examples of successful
innovation and disseminating these examples through-
out the organization.

4.13 | Keep staff and volunteers informed

Improving communication among staff and volunteers
increases their effectiveness. This initiative identifies
steps to meet this challenge, including redesigned all-
staff meetings, informal forums, use of the web and e-
mail, and holding department heads and managers
more accountable for sharing information with staff.

43
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MISSION STATEMENT Adopted by
the Board of Trustees 1997
To serve the public through the
collection, conservation, exhibi-
tion, and interpretation of sig-
nificant works of art from a
broad range of cultures and
historical periods, and through
the translation of these
collections into meaningful
educational, aesthetic, intellec-
tual, and cultural experiences
for the widest array of audiences.
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Statement of Purpose adopted by
board of trustee 2009 The Board
of Trustees of the Los Angeles
County Museum of Art is commit-
ted to activating LACMA’s collec-
tion, facilities, and programs in
innovative ways that will set the
institution apart from its peers.
We strive to create a cultural
town square in Los Angeles that
expresses a twenty-first-cen-
tury worldview of cultural and
artistic achievement and pro-
vides a varied, enjoyable, and
educational art experience for
the widest possible audience.



appendix



47

Appendix 1
awareness and visitation study | Hall and Partners Study
Conducted Summer 2008, compares findings to similar study conducted Fall 2005

Summary of Findings

Overall Awareness of LACMA is stable
across LA County, with three in four
recognizing the destination by name.

Within this, LACMA has become more top-
of-mind, with significantly more LA resi-
dents able to recall it when asked to name
which museums come to mind.

Thus far, BCAM’s impact on overall LACMA
awareness has been limited, as only 11%
of LA County residents have heard of it.

The majority of those who’ve heard of
BCAM also know of LACMA, suggesting
BCAM has primarily reached LACMA’s pre-
existing audience.

However, not all BCAM-aware residents
regularly visit LACMA, indicating that news
of BCAM has extended outside the scope of
those who may have simply noticed it
while visiting LACMA.

Those aware of BCAM tend to skew
younger and lower income, potentially a re-
sult of the appeal of contemporary exhibits
to this demographic.

LACMA visitation has softened since 2005,
this change driven by less frequent
visitation among Non-Caucasians.

Yearly visitation among Hispanics is stable,
potentially as relevant cultural exhibits
have sustained their interest over the past
year (e.g. Dali, the Arts in Latin America).

Lack of popular exhibition (Tut, Van
Gogh, Impressionism) cited as possible rea-
son for decline.

Despite a decline in visitation since 2005,
LACMA cited as most attended over peer
institutions (Getty, MOCA, Hammer, Norton
Simon, Huntington).

However, the Getty’s progression over
the past few years makes it a more
formidable competitor.

The Getty experienced significant growth in
Awareness, and is now at parity with
LACMA. It appears to have an added advan-
tage in that it is top-of-mind not only as a
museum, but also as a cultural and educa-
tional center.

The Getty’s growth in visitations stems
mostly from Infrequent and Non LACMA
Visitors, suggesting it may have stronger
appeal among the atypical museum-goer.

LA residents lack clarity on LACMA’s 
location. Of those who have heard of it, 
only a third can correctly articulate 
where it is.
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Appendix 1
awareness and visitation study | Hall and Partners Study
Conducted Summer 2008, compares findings to similar study conducted Fall 2005

Implications

Greater opportunity exists to utilize
Contemporary Art programs to drive
LACMA Awareness, particularly by
touting exhibits that may have specific
appeal to unique demographic groups.

Given stability in awareness has not
translated into greater visitation, LACMA
must find ways to generate greater
interest among current and potential
visitors.

For some infrequent visitors, distance may
be somewhat of a greater barrier to visita-
tion, suggesting that LACMA’s proposition
must be that much stronger to coerce these
visitors to make the trip.

LACMA must communicate its location
clearly in marketing and communications,
as two thirds of LA County residents
can’t correctly identify its location.

LACMA faces stronger competition from
the Getty, given significant gains for the
Getty aided and unaided awareness over
the past three years.

LACMA must provide a unique and com-
pelling point of differentiation from the
Getty, potentially via dual strategies: first
persuading regular museum-goers that it
offers something better or different from
the Getty; second by convincing Non-fre-
quent museum goers to consider LACMA as
a leisure destination (above the movies, the
beach, etc.), and also as a museum that is
more relevant or worth visiting over others.
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100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

0% 2005

caucasian african
american

ethnicity

asian-
American/other

hispanic

66%

61%

4% 4%

18% 17%
12%

18%

region
2005

2008

2005

2008

in target
zip codes

out of target
zip codes

68%

60%
44%

39%

lacma visitation

2008 2005 2008 2005 2008 2005 2008
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I’m too busy

I live too far from the museum

I am not aware of the current exhibits
at the museum

It’s not something I usually think about when
deciding on something to do

Not easy to park and enter

It’s inconveniently located

It’s too difficult to visit with children

It’s too expensive

The exhibitions at LACMA are not that great

I’m not that interested in museums in general

The permanent collection at LACMA
is not good enough

I don’t feel welcome at LACMA

reasons for not visiting lacma

regular visitors infrequent visitors non-visitors

33%

31%

27%

23%

18%

16%

14%

13%

13%

8%

8%

8%

40%

32%

44%

43%

20%

21%

18%

8%

8%

16%

10%

6%

41%

32%

47%

49%

19%

23%

22%

19%

14%

24%

11%

13%

Appendix 1
awareness and visitation study | Hall and Partners Study
Conducted Summer 2008, compares findings to similar study conducted Fall 2005
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regular infrequent non visitors

95%

94%

87%

89%

73%

73%

93%

92%

90%

85%

77%

79%

79%

93%

83%

83%

79%

82%

to a museum

to a park or beach

to see live music

to the movies

shopping

to a theme park

other activities surveyed claim they choose instead of visiting lacma

lacma visitation

gender
male
female
age
18–25
26–30
31–35
36–40
41–50
51–60
over 60

ethnicity
white/caucasian/european american

african-american/african descent/black
hispanic/chicano/latino

asian/pacific islander/asian american
american indian/native american

other

regular
visitors

infrequent
visitors

non-LACMA
visitors

37%
63%

17%
8%
9%
7%
21%
17%
21%

41%
11%
36%
5%
2%
4%

36%
64%

40%
60%

13%
7%
10%
12%
23%
15%
21%

17%
12%
14%
11%
17%
10%
19%

49%
10%
31%
5%
2%
2%

33%
11%
46%
5%
1%
3%

demographics
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Appendix 1
awareness and visitation study | Hall and Partners Study
Conducted Summer 2008, compares findings to similar study conducted Fall 2005

Household income
Less than $30,000
$30,000–$34,000

employment

$45,000–$54,000
$55,000–$64,000
$65,000–$74,000
$75,000–$99,000
$100,000–$149,000
$150,000–$200,000
over $200,000

employed full-time
employed part-time

self-employed, work from home
self-employed, work away from home

homemaker

regular
visitors

infrequent
visitors

non-LACMA
visitors

14%
6%

7%
6%
6%
14%
14%
6%
6%

44%
10%
6%
3%
9%

15%
6%

32%
7%

4%
5%
7%
13%
14%
9%
6%

7%
6%
5%
6%
7%
3%
3%

44%
7%
8%
3%
12%

39%
9%

4%
4%
15%

demographics

$35,000–$44,000

refused/don’t know

unemployed
student
refused

20%
8%

20%
6%
1%

21%
6%
2%

5%

17%

5%

16%

7%

15%

marital status
single (not living with a partner)
married/Living with a partner
widowed/divorced/separated

refused

32%
53%
15%

27%
59%
14%

29%
54%
16%

1% 1% 1%
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Household size
1
2

4
5 or more

none
1
2
3

elementary school
high school
some college

undergraduate college degree

regular
visitors

infrequent
visitors

non-LACMA
visitors

17%
27%

20%
19%

45%
23%
18%
9%

2%
16%
22%
31%

12%
26%

14%
21%

23%
16%

50%
23%
19%
6%

24%
23%

40%
19%
22%
11%

4%
19%
29%
23%

12%
28%
28%
17%

3

4

some post graduate
post graduate degree

refused

8%
21%

6%
17%
1%

2%
10%
2%

18%

3%

23%

1%

18%

6%

own or rent your home
own
rent

refused

58%
40%
3%

63%
36%
2%

49%
48%
3%

number of people under 18 in Household

5 or more
education

3% 1% 2%

1%
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Appendix 2
defining success | McKinsey and Company
Benchmark Study conducted Fall 2008

Summary of Findings

OPERATIONS
LACMA spends less on its total annual
operating expenses than its peers

Over the last 5 years LACMA’s annual oper-
ating budget has averaged $47.5 million,
while peer institutions (Boston, Chicago,
Philadelphia) has averaged $55 million.

On a dollar spent per square foot man-
aged basis LACMA spends $69/sq. ft. against
a peer average of $123/sq ft.

LACMA’s mix of spending (% toward cu-
ratorial, administration, facilities, exhibi-
tions, fundraising) is in line with its peers.

LACMA employees fewer staff than
its peers

In 2008 LACMA employed 533 staffers in-
cluding security,landscape and custodial
personnel vs. the average 714 staffers em-
ployed by its peers.

LACMA employs fewer staff per square
foot managed than its peers with .68 ftes/sq
ft against a peer average of .80 ftes/sq. ft.

LACMA spends significantly less than its
peers on marketing and advertising

lacm
a

0.6

other
m
ajor

m
useum

s
(Average)

1.8o 1.7

marketing budget
2008E
$ Millions
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lacma’s mix of operating expenses is
in-line with peers

operating expenses 2007

lacma

26
facilities
and
operations

15
membership
and
development

19
general
administra-
tion

exhibition

15

curatorial 25

21

10

19

20

30

peer
average

LACMA’s cost per participant for
educational and public programs is
similar to peers for adults and less
than average for children and families.

LACMA spends $1.98 per adult on education
and public programs vs. $ 2.36 per adult
spent by peer institutions.

LACMA spends $1.08 per participant on
children and family programs vs. $ 2.72 per
participant spent by peer insititutions.



56

Appendix 2
defining success | McKinsey and Company
Benchmark Study conducted Fall 2008

ATTENDANCE

Achieving peer level attendance
with locals and tourists would
translate into annual visitorship
of 2 million+ for LACMA

chicago
0.19

lacm
a

0.10

getty
0.30

m
fa
0.29
m
et
0.14

pm
a

0.14

o 0.19

resident penetration
local visitors/residents
in 15 mi. driving

chicago
0.020

lacm
a

0.010

getty
0.012

m
fa
0.023

m
et
0.066

pm
a

0.022

o 0.026

tourist penetration
museum tourist visitors/city tourists

• Achieving peer-level local penetration would
double visitors from 2004 base of 540,000 to
~1.2 million

• Bringing tourist penetration in line with peer
museums would require adding ~500,000 visitors
a year (from 2004 base of 260,000 to ~750,000)

special exhibitions play an important
role in driving attendance for peer
institutions as well

% Special
Exhibitions

Museum Attendance

Midwest 10%
Mid Atlantic 50%
South 40%
LACMA 40%



financial overview

LACMA’s contributions for specific
purposes have steadily grown
over the past few years

57

0

campaign and
acquisitions

campaign gift
designated to
endowment*

restricted
operating

3

unrestricted
operating

3

8

4

53

15

2
4

93

4
7

true or
designated
endowment

5

2

donations by purpose
$ Millions

19

0

3

2005
$25M

2006
$15M

2007
$79M

2008E
$106M

2005 2008
Students 1173 550
Active 67710 51794
Patron 10139 7920
Sponsor 618 706
Presidents Circle+ 964 978

Total 80064 61948

yet number of members by giving
catagory have been on the decline

LACMA spends 6% of contributed
income on fundraising expenses
compared to the peer average of 7%.

Peer institutions capital investment
metric: For every $150 million spent on
expansion, attendance is increased by
100,000 visitors

Peers have structured capital campaigns
with greater percentages keyed for
endowment growth

% of
campaign
for

Museum endowment

Midwest 19%
Mid Atlantic 40%
South 19%
New York 8%
LACMA 9%

Growing the endowment to help cover in-
creased operating expenses reduces the
pressure to continue raising large amounts
of operating donations

Many peers have voiced the difficulty of
predicting post opening attendance and giv-
ing levels
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Appendix 3
why do people go to museum–collection analysis | Michael Govan

EGYPTIAN ART

Metropolitan Museum of Art
Museum of Fine Arts, Boston
Brooklyn Museum of Art
Penn Museum, University of Pennsylvania
Hearst Museum of Anthropology,

UC Berkeley
Art Institute of Chicago
LACMA
Detroit Institute of Arts
Museum of Fine Arts, Houston

ART OF THE MIDDLE EAST 

Ancient Near Eastern Art
Metropolitan Museum of Art
Oriental Institute, University of Chicago
Penn Museum, University of Pennsylvania
Brooklyn Museum of Art
LACMA
Freer Gallery of Art /

Arthur M. Sackler Gallery
Museum of Fine Arts, Boston
Cleveland Museum of Art

GREEK AND ROMAN ART

Metropolitan Museum of Art
J. Paul Getty Museum
Museum of Fine Arts, Boston
Cleveland Museum of Art
Walters Art Museum
LACMA / Toledo Museum of Art /

Nelson-Atkins Museum
San Antonio Museum of Art

EUROPEAN art

painting
Metropolitan Museum of Art
National Gallery of Art
Museum of Fine Arts, Boston /Art Institute

of Chicago
Cleveland Museum of Art
Philadelphia Museum of Art
Detroit Institute of Arts
J. Paul Getty Museum
Minneapolis Institute of Arts
Wadsworth Atheneum, Hartford
LACMA
Fine Arts Museums of San Francisco
Nelson-Atkins Museum of Art
Ringling Art Museum, Sarasota
LACMA

sculpture
Metropolitan Museum of Art
National Gallery of Art
J. Paul Getty / Museum of Fine Arts, Boston /
LACMA
Detroit Institute of Arts
Philadelphia Museum of Art
Minneapolis Institute of Arts

!

lacma’s collection rank by area compared to “top of field” institutional peers
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CHINESE ART

Metropolitan Museum of Art
Cleveland Museum of Art
Museum of Fine Arts, Boston
Freer Gallery of Art / Arthur M. Sackler
Gallery
Nelson-Atkins Museum of Art, Kansas City
Art Institute of Chicago
Asian Art Museum of San Francisco
Philadelphia Museum of Art
Minneapolis Institute of Arts
Honolulu Academy of Arts
LACMA
Museum of Fine Arts, Houston

JAPANESE ART

Museum of Fine Arts, Boston
Metropolitan Museum of Art
Cleveland Museum of Art
Freer Gallery of Art / Arthur M. Sackler
Gallery
Art Institute of Chicago
Philadelphia Museum of Art
Seattle Art Museum
LACMA
Asian Art Museum, San Francisco
Asia Society Museum, New York
Brooklyn Museum of Art
Minneapolis Institute of Art

KOREAN ART

Museum of Fine Arts, Boston
LACMA
Brooklyn Museum of Art
Asian Art Museum of San Francisco
Metropolitan Museum of Art
Cleveland Museum of Art
Philadelphia Museum of Art
Art Institute of Chicago
Peabody Essex Museum, Salem, MA
Freer Gallery of Art / Arthur M. Sackler
Gallery
Museum of Fine Arts, Houston
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SOUTH ASIAN ART

(Tibet, Nepal)
LACMA
Cleveland Museum of Art
Metropolitan Museum of Art
Virginia Museum of Fine Arts, Richmond
Rubin Museum of Art, New York
Asia Society Museum, New York
Asian Art Museum of San Francisco
Museum of Fine Arts, Boston
Art Institute of Chicago
Newark Museum
Philadelphia Museum of Art
Norton Simon Museum
Museum of Fine Arts, Houston

(India, Pakistan, Sri Lanka)
Metropolitan Museum of Art
Cleveland Museum of Art
LACMA
Museum of Fine Arts, Boston
Virginia Museum of Fine Arts, Richmond
Asia Society Museum, New York
Philadelphia Museum of Art
Art Institute of Chicago
Asian Art Museum of San Francisco
Brooklyn Museum of Art
Freer Gallery of Art /

Arthur M. Sackler Gallery
Norton Simon Museum
Denver Art Museum

SOUTHEAST ASIAN ART

(Thailand, Cambodia, Vietnam, Indonesia, Burma)
Asian Art Museum of San Francisco
Norton Simon Museum
Cleveland Museum of Art
Metropolitan Museum of Art
Museum of Fine Arts, Boston
Asia Society Museum, New York
Walters Art Museum, Baltimore
LACMA
Art Institute of Chicago
Nelson-Atkins Museum of Art
Kimbell Art Museum, Fort Worth
Museum of Fine Arts, Houston
Philadelphia Museum of Art

ART OF THE MIDDLE EAST

Islamic Art
Metropolitan Museum of Art
Freer Gallery of Art / Arthur M. Sackler
Gallery
LACMA
Cleveland Museum of Art
Museum of Fine Arts, Boston
Harvard University Art Museums
Art Institute of Chicago
LACMA
Walters Art Gallery
Brooklyn Museum of Art
Detroit Institute of Arts

Appendix 3
why do people go to museum–collection analysis | Michael Govan

!
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PRINTS AND DRAWINGS

Metropolitan Museum of Art
Museum of Fine Arts, Boston
National Gallery of Art
Philadelphia Museum of Art
Art Institute of Chicago
Cleveland Museum of Art
J. Paul Getty Museum (drawings only)
Baltimore Museum of Art
Fogg Museum of Art, Harvard
LACMA
Minneapolis Institute of Arts
Fine Arts Museums of San Francisco
Yale University Art Gallery
Detroit Institute of Arts
Hammer Museum (Grunwald Center)
LACMA

COSTUME AND TEXTILES 

Costume
Metropolitan Museum of Art
LACMA
Museum of Fine Arts, Boston
Philadelphia Museum of Art
Brooklyn Museum of Art
LACMA
Museum at the Fashion Institute

of Technology
Kent State University Museum
de Young
Museum of Fine Arts, Houston

Textiles
Metropolitan Museum of Art
Museum of Fine Arts, Boston
Art Institute of Chicago
Philadelphia Museum of Art
LACMA
Cleveland Museum of Art
Brooklyn Museum of Art
Minneapolis Museum of Art
Rhode Island School of Design
de Young
J. Paul Getty Museum
National Gallery of Art
Museum of Modern Art

!

!
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DECORATIVE ARTS AND DESIGN

Metropolitan Museum of Art
Museum of Fine Arts, Boston
Art Institute of Chicago
Cleveland Museum of Art
Philadelphia Museum of Art
Detroit Institute of Arts
St. Louis Art Museum
LACMA
Toledo Museum of Art
Museum of Fine Arts, Houston
Dallas Museum of Art

Arts and Crafts
LACMA
Art Institute of Chicago
Museum of Fine Arts, Boston (American)
Minneapolis Institute of Arts
Metropolitan Museum of Art
The Wolfsonian, Florida International

University
Virginia Museum of Fine Arts
St. Louis Art Museum

20th Century Design
Museum of Modern Art
Art Institute of Chicago
Virginia Museum of Fine Arts
Metropolitan Museum of Art
Minneapolis Institute of Arts
The Wolfsonian, Florida International

University
LACMA
Museum of Fine Arts, Boston (American)
Dallas Museum of Art
Museum of Fine Arts, Houston
St. Louis Art Museum

California Modern
LACMA
Oakland Museum
SFMoMA

OCEANIC ART

Metropolitan Museum of Art
de Young (primarily New Guinea)
Bishop Museum, Honolulu
Fowler Museum, UCLA
LACMA
St. Louis Art Museum
Museum of Fine Arts, Boston
Detroit Institute of Arts
Brooklyn Museum of Art
Honolulu Academy of Arts

Appendix 3
why do people go to museum–collection analysis | Michael Govan
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LATIN AMERICAN ART 

Art of the Ancient Americas
Dumbarton Oaks, Washington, DC
Metropolitan Museum of Art
Denver Art Museum
LACMA
Dallas Art Museum
Art Institute of Chicago
Brooklyn Museum of Art
Museum of Fine Arts, Boston
Museum of Fine Arts, Houston
St. Louis Art Museum
de Young

Spanish Colonial
Denver Art Museum
Brooklyn Museum of Art
LACMA
Hispanic Society of America, New York
Metropolitan Museum of Art
Philadelphia Museum of Art
Museum of Fine Arts, Boston
San Antonio Museum of Art
Dallas Museum of Art

Modern and Contemporary
Museum of Fine Arts, Houston
Museum of Modern Art
Colección Patricia Phelps de Cisneros

(private)
LACMA
Blanton Museum, University of Texas at
Austin
Philadelphia Museum of Art
Detroit Institute of Arts

AMERICAN ART

Metropolitan Museum of Art
National Gallery of Art
Museum of Fine Arts, Boston
Philadelphia Museum of Art
Art Institute of Chicago
Brooklyn Museum of Art
Cleveland Museum of Art
Detroit Institute of Arts
Smithsonian American Art Museum
Nelson-Atkins Museum of Art, Kansas City
Amon Carter Museum
LACMA
de Young
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AFRICAN ART

Metropolitan Museum of Art
National Museum of African Art,

Smithsonian
Fowler Museum, UCLA
Detroit Institute of Arts
New Orleans Museum of Art
Brooklyn Museum of Art
Penn Museum, University of Pennsylvania
Seattle Art Museum
Art Institute of Chicago
Virginia Museum of Fine Arts
Yale University Art Gallery
University of Iowa Museum of Art
The Menil Collection
de Young
LACMA

MODERN ART “Pre War”

Museum of Modern Art
Guggenheim /

Art Institute of Chicago /
Philadelphia Museum of Art

Metropolitan Museum of Art
National Gallery of Art
LACMA
Museum of Fine Arts, Boston
Cleveland Museum of Art

Appendix 3
why do people go to museum–collection analysis | Michael Govan
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CONTEMPORARY ART   “Post War”

Museum of Modern Art
Guggenheim
Museum of Contemporary Art
Walker Art Center
Art Institute of Chicago
SFMoMA
Philadelphia Museum of Art
Metropolitan Museum of Art
National Gallery of Art
LACMA
Cleveland Museum of Art
Museum of Fine Arts, Houston
Museum of Fine Arts, Boston

CONTEMPORARY ART  “1968 – Present”

Museum of Modern Art
Guggenheim
Walker Art Center
Museum of Contemporary Art
Art Institute of Chicago
SFMoMA
Dia
National Gallery of Art
LACMA
Philadelphia Museum of Art
Metropolitan Museum of Art
Cleveland Museum of Art
Museum of Fine Arts, Houston

PHOTOGRAPHY

Metropolitan Museum of Art /
J. Paul Getty Museum

Museum of Modern Art
Art Institute of Chicago
SFMoMA
LACMA
Cleveland Museum of Art
Philadelphia Museum of Art
Museum of Fine Arts, Houston
Museum of Fine Arts, Boston
LACMA !
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Build the Collection

Identify key collecting areas
Contemporary Art
Latin American
Korean
California Design and Architecture
Large scale outdoor sculpture
Other

Identify key collectors/collections as
prospects

Pull together $5-10 million fund that can be
used to acquire works when opportunities
arise

Build Audience

Increase free admission opportunities

Develop web 2.0 applications and access to
on-line collections and content

Identify key audiences and set goals for
increasing:

School children
Latinio and Asian visitors
Tourists
Members

Develop target marketing plan

Build Financial Foundation

Increase annual revenue by $5 million

Decrease annual expenses by $5 million

Finish Phase II of Transformation Campaign
(Total $250 million)

Finish Phase III Transformation Campaign
Planning

Increase Operating Endowment

Increase county operating commitment

Appendix 4
principles of transformaton | Michael Govan
Key Goals 2009–2014
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Build/Improve LACMA Campus

Finish Phase II construction
Resnick Pavilion
LACMA West
Outdoor sculpture and landscaping

Develop Strategic Real Estate Plan
Spaulding lot development
6006 Wilshire property
Identify other property acquisitions

along Wilshire
Subway to the sea integration

into campus

Plan Phase III Campus improvements

Top priorities

Keep phase II momentum going
Raise $150 million in additional pledges
Start LACMAWest construction when

$100 m in commitments are made
Finish Heizer Rock and BP Grand

Entrance Restaurant if LACMAWest
construction is delayed

Plan for a down economy
Explore LACMAEast program shutdown

and redeployment of program in
BCAM and Resnick Pavilion

Staff and program adjustments
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Appendix 5
five year audience growth goals | Melody Kanschat

Attendance

2006–2007 Attendance 616,491
2007–2008 Attendance 825,241
Current Attendance 850,000
Five Year Goal 1,400,000

School and Teacher Programs

School Tour Attendance 60,407
Off-site Programs 70,521
Teacher Programs 1,871

Current Attendance 135,000
Five Year Goal 290,000
Stretch Goal 1,000,000

Children and Families

Children Free Admission 50,318
NexGen Members 96,105
Andell Family Sundays and Classes 96,610

Current Attendance 243,033
Five Year Goal 350,000

Scholars

Collection Study Centers 1,396
Balch Art Research Library 3,435
Conservation Center 224
Publications 50,000

Current Served 55,055
Five Year Goal 60,000

Traveling Exhibitions

FY 07 55,000
FY 08 55,000
Current year 22,500
Next year estimate 550,000
(5 shows)

Five Year Goal (Average) 250,000
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Film, Music events

Film Programs 32,787
Music Programs 68,636
Generation X&Y Events 9,425
Exhibition Openings 22,916
Corporate Events 8,569

Current Attendance 142,333
Five Year Goal 300,000

Ticket Buyers

Non-Member Attendance 135,378
Senior Attendance 22,930
Talks and Courses 23,608

Current non member Attendance 185,000
Five Year Goal 450,000

Online Audiences

Sessions on LACMA.org 3,065,670
Views of LACMA Blog 46,595
Distance Learning 1,226

Current Sessions 3,113,491
Five Year Goal 5,000,000
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Appendix 6

phase i and ii transformation campaign goals | Melody Kanschat

350,000

300,000

250,000

200,000

150,000

100,000

50,000

0
Pre fy 2004 fy 2004 fy 2005 fy 2006 fy 2007 fy 2008

$17,366,878

$96,866,878

$178,528,599 $183,378,599
$219,131,316

$302,355,877

fy 2009

$310,403,665 $317,685,933

fy 2010

Culmulative Campaign Gifts

Campaign Goal $450 million
Raised to Date: $317,685,933
Needed to Close Campaign: $132,314,067
Needed to Start LACMA West: $100,000,000




